attract consumers to buy. It is proven by the sales data of Fait Hijab, which continues to increase in 2018/2019. From the above sales data, it can be seen that sales at the Fait Hijab online shop have increased significantly. In June 2018, sales reached Rp. 16,250,000 and constantly increasing in the following months until reached Rp. 35,000,000 in February 2019.
The formulation of the problem is to empirically study whether there is a significant influence of celebrity endorsers on purchase decisions on Fait Hijab Online Shop on Instagram?. The purpose of this study was to determine and explain the effect of Celebrity Endorser on Purchasing Decisions on Fait Hijab online shop consumers on Instagram.
The results of the study are expected to add and expand insights in analyzing the influence of celebrity endorsers on purchase decisions on Fait Hijab Online Shop on Instagram. The research is expected to be used for material consideration and input to the online shop to define policies and strategies in the marketing field for business development.
Celebrity Endorser
Endorsers are people or characters that appear in advertisements to communicate corporate products, which can be celebrities, public figures, public figures, or even ordinary people who can influence consumers' minds as preferences in making purchasing decisions (Blackwell & Miniard, 2010) . Shimp (2013) defined a celebrity endorser as a person who can be an actor, artist, or athlete known to the public and an idol. Due to their achievements in a particular field, and they can be used in conveying advertising messages that are intended to attract the attention of the target market. The use of celebrity endorsers may affect attitudes or encourage a positive consumer response to the product so that consumers will consider purchasing and is expected to influence behavior through their unconscious directly. After being influenced voluntarily, having the desire and being happy with the product, then if the consumer can buy, he will eventually make a purchase of the desired product in the future (Shimp, 2013) . According to Shimp (2013) , celebrity endorser dimensions include: 1. Attraction, it refers to the self that is considered as interesting to be seen concerning the concept of a particular group with physical attraction.
2. Consumer confidence, the ability of celebrities to give confidence to consumers toward a product.
3. Expertise, celebrities are asked to promote a certain product or brand related to the role he is starring in a particular program
Buying decision
According to Kotler and Armstrong (2012) , consumer purchasing decisions are the most preferred buying brand from various alternatives, but two factors can be between purchase intention and purchase decision. Kotler: 2007 said some indicators of purchase decisions are: 1. Stability in a product is an excellent product quality that will build consumer confidence so that it is a supporter of customer satisfaction. 2. The habit of buying a product is the repeated repetition of something in the same product purchase. 3. Providing recommendations to others is to give someone, or more something that can be trusted can also recommend interpreted as suggesting, inviting to join, advocating a form of the command. 4. Repurchasing is an individual making a product or service purchase and deciding to purchase again, then the second purchase hereinafter referred to as repeat purchase.
3 Relationship between Celebrity Endorser and Purchase Decisions
The role of celebrity endorsers as actors in an advertisement or promotion is to convey the message of a product. Celebrity endorsers are advertising supporters or also known as ad stars who support advertised products (Shimp, 2013) . So the use of ad stars is expected to influence consumer perceptions of a product to make purchase decisions.
The results of research conducted by Muktamar (2014) entitled " Influence of Celebrity Endorser on Purchasing Decisions of Wimcycle Agent Series Bicycles" showed that celebrity endorser has a significant effect on purchase decisions. This is supported by the theory of Suyanto (2009). Nowadays, most companies use celebrities rather than ordinary people to advertise their products because celebrities have the attributes of celebrity, beauty, courage, achievement, sports spirit (athleticism), elegance, power/strength, and sexual attraction so often representing the desires that companies want to advertise their products and serve as a powerful lure for potential customers.
Another study conducted by Nurfitri (2014) proved that the celebrity endorser significantly influences purchase decisions. This is supported by Shimp's (2013) theory that to make an effective celebrity as a supporter of a particular product in an advertisement, it must have a meaningful relationship or match-up between the celebrity and the product being advertised. In this case, the celebrity must match with the advertised product, namely Wardah compact powder cosmetics, so that it can make consumers interested and make a decision on purchasing.
Hypothesis
H : Allegedly Celebrity Endorser Influences Purchasing Decisions.
RESEARCH METHODS
The design of the study was a research explanation (explanatory research). According to Singarimbun & Sofian (2012) , research explanation (explanatory research) is research that describes the relationship between the variables of research through the testing of hypotheses.
The scale of measurement used a Likert scale, method of data collection was done by way of observation, inquiry, and documentation. The population in this study was Fait Hijab online shop customers on Instagram. While the sample in this study were 96 people taken using accidental sampling techniques. Data were analyzed using analysis of simple linear regression with SPSS. Celebrity Endorser has an average score of 3.33, which can be categorized as sufficient criteria. Very attractive is the highest item with an average score of 3.48, which can be categorized as high criteria. While the lowest item has an average score of 3.22. This happens because the celebrity endorsers used by Fait Hijab do not match with the product so that consumers are less aware of the celebrity endorser. Purchase decisions with an average score of 3.92 are included as high criteria. The highest items are stable in Fait Hijab products and usually buy Fait Hijab products with an average score of 3.93, which is included as high criteria while the lowest item is giving recommendations to others having an average number of scores of 3.86, which is included as high criteria. This is because Fait Hijab produces a limited quantity of clothes for about 100 pieces each model, so consumers must struggle to get it. (2019) Regression equation can be written Y = 5.409 + 0.769 X. This shows that there is a positive relation-Advances in Economics, Business and Management Research, volume 115 ship between Celebrity Endorser (X) on the purchase decision (Y), meaning the better the celebrity endorser (attractive, trusted, convincing, and expert), the higher the buyer purchase decision and vice versa. The Celebrity Endorser (X) variable has a value of tig = 0.000 <α = 0.05 . Thus, it can be stated that the celebrity endorser affects purchase decisions on Fait Hijab Online Shop on Instagram. R 2 value of 0.529 signifies purchase decisions are influenced by Celebrity Endorser variables of 52.9%, and the rest of 47.1 % is influenced by other factors not examined in this study.
RESULTS AND DISCUSSION

Descriptive Analysis
Simple Regression Analysis Results
Hypothesis testing results
Test The coefficient of determination (R 2 )
Results
The results of this study illustrated that Celebrity Endorser is able to improve purchase decisions on Online Shop Fait Hijab on Instagram. Celebrities who become endorsers of Fait Hijab on Instagram are considered able to attract consumers, so consumers decide to make a purchase. This is consistent with the responses of the respondents that said the celebrity endorsers are very attractive, able to foster consumer confidence in Fait Hijab products, and able to convince Fait Hijab's product quality quite well.
The role of celebrity endorsers is to convey product messages in an advertisement or promotion. Celebrity endorsers are advertising supporters or also known as ad stars who support advertised products (Shimp 2013) . So the use of ad stars is expected to influence consumer perceptions of a product to make purchase decisions.
The results of this study are consistent with research conducted by Muktamar (2014) , whose results prove that celebrity endorsers have a significant effect on purchasing decisions. This is supported by the theory of Suyanto (2009). Nowadays, most companies use celebrities rather than ordinary people to advertise their products because celebrities have the attributes of celebrity, beauty, courage, achievement, sports spirit (athleticism), elegance, power/strength, and sexual attraction so often representing the desires that companies want to advertise their products and serve as a powerful lure for potential customers. It also supports other research conducted by Kiswalini & Nurcahaya (2014) whose results prove that celebrity endorsers have a significant effect on purchasing decisions. This is supported by Shimp's (2013) theory that to make an effective celebrity as a supporter of a particular product in an advertisement, it must have a meaningful relationship or match-up between the celebrity and the product being advertised. In this case, the celebrity used matches the advertised product, the clothing product from Fait hijab, so as to make consumers interested and make a purchase decision. This is supported by Shimp's (2013) theory that to make an effective celebrity as a supporter of a particular product in an advertisement, it must have a meaningful relationship or match-up between the celebrity and the product being advertised. In this case, the celebrity must match with the advertised product, namely the clothing products from Fait hijab, so that it can make consumers interested and make a decision on purchasing.
CONCLUSIONS
Based on the results of research that has been done, it can be concluded that Celebrity Endorser contributes to the purchase decision. In this case, the better the celebrity endorser is used, the higher the purchasing decisions on Fait Hijab Online Shop on Instagram.
In accordance with the results of the study, the Fait Hijab Online Shop should pay attention to the requirements as an Online Shop advertising model to be able to convince and attract consumers, for example, by using celebrities who are being viral on Instagram. The Fait Hijab Online Shop needs to pay attention to purchasing decisions on the Fait Hijab Online Shop on Instagram, especially consumers, to provide recommendations to others by increasing the number of clothes production in each model.
For further researchers, it is necessary to develop research variables, so that other findings can be ob-tained for the development of science, for example, promotion and product quality.
